Car sales and after service market strategic positioning of Fujian Jinuo Automobile Group by 贾小平
学校编码：10384                        分类号_______密级 ______ 
学号：X2008156013                   UDC _______ 
 
 
硕  士  学  位  论  文 
福建吉诺汽车集团 
汽车销售及后服务市场的战略定位 
Car sales and after service market strategic positioning of 
Fujian Jinuo Automobile Group 
贾 小 平 
指导教师姓名： 李  常  青  教 授
专 业 名 称： 工商管理（EMBA）
论文提交日期： 2 01 3 年 1 0 月
论文答辩日期： 2 0 1 3 年        月
学位授予日期： 2 0 1 3 年       月
 
 
答辩委员会主席：           
评    阅    人：           
 




















另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的


































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 










































































With the rapid growth of China's automobile business, automotive aftermarket is 
also thriving. By using strategic management theory and research learned from 
EMBA in Xiamen University , I make a general research to Jinuo Group in the 
automotive sales and aftermarket development strategy, especially survey the 
development path and strategic direction of the global automotive market , and 
development strategy of China several major car dealer groups . According to the 
characteristics of China automobile aftermarket, I make a comprehensive analysis to 
the characteristics, status quo and development opportunities of Chinese automobile 
market, repair and maintenance market, beauty decoration market, used car market 
and car rental market and so on, and put forward what Jinuo Group should pay 
attention in the car sales and aftermarket development strategies and clear the key 
market areas of Jinuo Group in automobile aftermarket. As for the automotive 
after-market empirical research, I put forward that Jinuo Group needs through group 
operation ,management upgrading , brand building , value management , mergers and 
acquisitions , capital operation , customer information management and franchise 
chain and other business management model to obtain the maximum value of car 
aftermarket chain. 
 
The thesis is divided into five parts: The first part introduces the research 
background , purpose , meaning and ideas ; second part is about  the definition and 
development trends of automobile sales and aftermarket ; third part analyzes the 
automobile sales and aftermarket trend and market prospects ; fourth part analyzes the 
domestic and foreign car sales and aftermarket status quo ; fifth part analyzes Jinuo 
Automobile Group how to integrate car aftermarket and use market potential 
opportunities to make strategic choice according to the current situation of Jinuo 
Automobile Group.  
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2012 年，中国汽车产销量更是达到 1927.18 万辆和 1930.64 万辆②，再次刷新全
球记录。 
与此同时，汽车后市场也正进入快速成长期，2012 年中国汽车后市场销售额













                                                             
① 数据来源：2009 年中国汽车产销量超过 1360 万辆[N], 新京报, 2010-01-12.  
② 数据来源：2012 年汽车工业经济运行情况[R], 中华人民共和国工业和信息化部, 2013-01-29.  

























































































汽车产量增速加快，2002 年汽车产量达到 326 万辆，比上年增加 40%，2009 年
达到 1000 万辆，2012 年达到 1927 万辆，中国的汽车市场也随之不断向成熟的
方向发展①。 
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